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BETH: Hello, this is Beth Brodovsky and welcome to Driving Participation. Today 

I have Connie McCaw, who is a consultant and strategist with Guest Experience 

Management Services. Connie and I ironically met through a friend, but we met 

in person recently at the American Public Gardens Association Conference, and 

Connie’s had some really, really interesting experience with guest experience 

and we got to talking about how delivering an experience is really the end point 

of being able to live your brand. I thought it would be great to have her on to 

talk a little bit about her background in guest experience and creating a culture 

in organizations so she can share with you some of what she’s seen that really 

works for organizations that can deliver on their brand. Connie, thanks so much 

for joining me today.

CONNIE: Oh, thank you, Beth, for having me. It’s a real pleasure.

BETH: It’s always interesting when you kind of meet people from two walks of life 

coming together at one point and I think that was one of the interesting things 

about us connecting.

CONNIE: Yes, it was, and I felt like we’re really connecting and speaking the same 

language.

BETH: Exactly. I love so many of the things that you were telling me and I’m 

finding more and more when I get into conversations with people who have 

already done a brand, the next thing they want to talk about is culture so I 

thought this was such a perfect opportunity for you to come on and talk about 

that, but I would love to share with people how you ended up getting into this 

work. How do you know these things about culture that you do? What’s your 
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journey into this work?

CONNIE: Well, I have to say I probably don’t have the typical answer to that so 

bear with me for a moment.

BETH: You’d be surprised. There really isn’t a typical answer.

CONNIE: I actually grew up in a family business with very different customers. My 

parents owned and operated a boarding kennel for dogs, and at the age of nine 

I was waiting on customers, listening to them caring about what was important 

to them and my family delivered a service and as funny as that sounds, at a very 

young age I became very comfortable in the guest experience or then the dog 

experience and really how important it was to those owners that we delivered on 

all of our promises and the services that they were expecting. My parents worked 

very hard. I’d like to think that I obtained their work ethic from them, watching 

them, learning from them. So I’ll fast forward a little bit, but that was really how 

I started and then of course like everyone, got a job in the hospitality/restaurant 

industry, which I think is a healthy first job for everyone. About 20 years of 

corporate, hospitality and guest experience management, I worked all over the 

US and traveled a bit into Canada and sometimes overseas in various positions, 

but it all came down to the customer service. In the corporate world, it was really 

delivering on contracts and then I became familiar with the cultural not for profit 

world in a position that I held recently at Longwood Gardens. I was their guest 

experience director and really learned quite a bit on how to do things correctly 

when it comes to the cultural world in delivering that guest experience.

BETH: That’s so interesting, the journey that people come to. I actually got my 

start in a family business as well and also didn’t realize that that was what was 

happening when I was 11 years old. So it is interesting to see how people kind of 

move into what they do and what forms us and inspires us to continue in that. In 

the work that you do, I always use this weird word “participation” and I’m curious 

about what that word means to you as it applies to this customer and culture 
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driven work that you’ve been focusing on.

CONNIE: Well, I guess that’s a really great question because you don’t get 

participation unless you deliver on the guest experience and I’ll ask organizations, 

“Do you need guest loyalty?” and of course the answer, most will say, “Yes, of 

course I need guest loyalty. I need people to participate in what we’re offering,” 

whether that’s a museum, a public garden or even a business or for profit 

business. They need people to participate. They need to earn revenue so the 

guest experience is pivotal to that.

BETH: I would even say that there might be people listening to say we are not a 

museum or we’re not the kind of place that people come to as someplace where 

they pay a fee to come and enjoy the space or to enjoy a show, but anyone who 

puts on any type of an event, whether it’s an educational symposium, a course, 

a class, a gala, a race, you have guests. You have people who know you very well 

and have expectations. You have people that are coming in maybe just because 

they’re interested in the event that you’re putting on, especially if it’s something 

like a 5K race and that whole idea of creating an experience that people enjoy 

and want to return to is key.

CONNIE: Absolutely, absolutely. I would completely agree with that. Participation, 

let’s think of it this way. I always think of a great brand as Apple. Everybody 

relates to Apple with this quality customer service. That’s why people continue to 

buy that product. They expect a certain experience when they buy that product 

so it isn’t any different as you said, it could be a fundraiser, a run. It doesn’t have 

to be a museum. Every single time you purchase something, whether that’s the 

experience, that is a brand. People are expecting something from that brand. 

Everyone’s brand is different. It’s really important when you’re an organization or 

maybe it’s an event, it’s important to say, “What are we trying to deliver here?” 

and then build a program around that or build the event, the organization, the 

staff, the delivery. You need to make sure everyone is on the same page to deliver 

that.
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BETH: Yeah, and that’s really one of the really hard, hard things. I constantly am 

telling people when I teach branding that you can control what you say and what 

you show and what you do, but you can’t control what people see and what 

they hear and what they experience. So it can be frustrating for people when I’m 

teaching branding to tell them, “Well, you’re gonna do all this stuff, but you don’t 

really have any control over how people interpret that.” How have you begun 

to address that when it comes to creating an experience? We all know you can 

do the same thing for different people and they’re maybe going to interpret it 

differently. When people are trying to craft an experience, craft a brand and kind 

of guide what they’re doing so that it adds up to the same thing across the board 

and people all kind of think of them  in the same way, it’s really hard when like 

actual humans are involved. How do you manage some of that?

CONNIE: Well, it really starts from the inside out. If you think of all the places or 

products you’ve had an exceptional experience with, I guarantee you that their 

company culture is steeped so deeply that that staff, those volunteers, people 

running that event, they have a very clear understanding of whether it’s the 

goal of the event, the mission, the vision, the values. They understand it. They 

comprehend it. There’s great leadership within that organization or that event 

management to convey the spirit of whatever that goal is. So, for an example, I 

always like to use this as an example. Let’s say you are a front line staff person. 

Right and you go out at lunch time and you’re wearing your uniform shirt and 

you’re standing in line, for those of us that live in Pennsylvania that are listening, 

at Wawa and someone says, “Tell me. You work there.” So at that very moment, 

that staff person that is wearing that shirt representing the brand is, it is your 

institution. It’s your organization. If that staff person would say, “Yeah, I work 

there. What about it?” What’s going to be your experience with that person 

versus the staff person that says, “Yes, I work there. It’s one of the most amazing 

places you could ever visit. Did you know that …” and that staff person would go 

into, it would turn into a moment of pride for that staff person and they’re going 

to convey to that person they’re standing with really in their own way something 

about the mission or pride. That is inter-culture. That staff person has embraced 
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a culture, whether they’re at work, outside of work. They live and breathe what 

that organization is about. That takes time. It takes time for the leadership of an 

organization to get everyone on board with that message, but eventually it really 

starts from within and reflects outward and that becomes those internal guest 

experience and an exceptional external guest experience. Does that make sense 

Beth?

BETH: Yeah, that’s really interesting. I think you’re right that those things are 

related. That if the internal staff is not having an exceptional experience of 

being a staff member or volunteer or even a donor, like being involved in an 

organization, having that conveyed publicly, having the people that you are 

providing that experience to, if your staff is miserable, they’re gonna make your 

donors miserable. I can see how those things would be correlated to each other.

CONNIE: Exactly, and if that staff person can speak on behalf of the organization 

with enthusiasm and convey whether it’s the mission, vision or values or 

something special, you brought up donors, membership.

BETH: All of that’s connected.

CONNIE: Yeah, it’s absolutely connected. If your staff is not delivering internally 

and externally that vision, then the donor or the member, they might question, 

“Maybe I’ll go be a member somewhere else.” Whereas you’re making that really 

unique connection with your front line staff, and it’s an emotional connection. 

You want it to be an emotional connection with the staff person and anyone that 

interacts both inside the organization and outside the organization. 

BETH: So part of the reason I really, really wanted to talk about this is because 

people struggle with this idea of branding and what it really means so often, 

and I hear people all the time say, “We just finished our brand. Here’s our new 

logo,” “We just rebranded and got new shirts,” “We just rebranded. We got a new 

website,” and they think about what they’re gonna say and what they want to tell. 
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It’s very forward-facing. This is what I want to tell people about us and I want all 

of our colors to match and all our stuff to look really great so I’m proud of what 

I’m showing. I want to wear that shirt because I think the logo is cool and every 

time a new director comes in they want to put their kind of stamp on things. 

A lot of times that’s where it ends and people put a lot of time and effort into 

changing these things, making them look consistent, which is all part of branding, 

all helps, but the hard part to kind of connect with is that it helps push forward 

what people think and if you haven’t thought about what people think, if you 

haven’t worked on what people think and what they feel underneath of that, you 

could be pushing forward a lot of much shall we say without really having said, 

“This is what we’re looking for,” but the other stuff is a lot harder and you can 

build all this stuff and not have your staff connected to it. You can do a new logo 

and have people go, “I hate that. That’s ugly,” and it’s really hard to get complete 

consensus, but in the projects that you’ve been involved in, where do people, 

someone like me, where would an organization who is working on their brand, 

working on their culture, wanting to put forward this consistency and wanting 

people to love being part of the organization, where do they start? You said you 

want to get them involved. You want them to be that person that’s saying and 

for those of you who aren’t in the area, Wawa is a convenience store that those 

of us who live in the Philadelphia area and any other areas where they have it 

has an amazing brand because we all think it’s like Mecca. We love this place. I 

can’t explain it to you. It’s more than just a convenience store, but like that’s the 

way you want people to talk about your organization. I’ve told this story before, 

probably on here, that my son was living in Florida and has a baby. I picked him 

up at the airport, and he wanted to stop and get a hoagie at Wawa before he 

wanted to stop and get formula. They had to have formula for the baby, and they 

wanted to go to Wawa first! I mean, that’s crazy, but that’s how people feel about 

this place. I don’t even know what’s special about it. It just is. So sometimes that’s 

part of it, that people can’t always articulate what it is that’s great about the 

organization, but they love it and will favor it to the exclusion, they’ll drive out of 

their way to go and be part of something and to have that experience. How do 

you begin to get there with people?
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CONNIE: Well, you made several excellent points. Number one being that a 

brand is not a logo. A brand really equals your culture and for those who build 

a beautiful brand, have a strong internal culture, they can deliver exceptional 

experiences and I think that part of that is story telling. I’m certain and I know 

with Wawa, there’s a local story there. It started with one store and they built a 

culture and obviously they have strong participation. That same methodology 

should be applied to organizations who are really looking to deliver exceptional 

guest experiences and how you do that is you do have to start with a story 

and you do have to start with a strong foundation of what it is that you’re 

about. I brought up mission, core values, vision. Not every organization might 

have something so clearly defined, but there is a story and getting your entire 

organization to understand what that story is and then what is the big end goal. 

Are you looking to provide if you’re a museum or garden or whatever your goal 

is, are you aligning what I call the best service or standards? Are you teaching 

and giving your people, your staff, are you giving them the tools that they need 

to deliver that brand? So, what I love working with organizations who they have 

articulated their brand and really what they’re looking to achieve, but where I 

love working with organizations is making that connection for the front line and 

the entire staff. Staff ask themselves the question, “What does it mean to have an 

exceptional guest experience?” Well, sometimes you have to have people define 

that. It might mean going out of your way for a guest or that consumer. It means 

listening and having exceptional people skills. It means being welcoming to 

everyone, but having to teach your staff how to do that

BETH: Exactly, yes! How do you?

CONNIE: It takes training. So how do you do that? I mean, you have to define it. 

You have to, there’s a lot of great organizations out there that create standards 

and steps of service and you can create all of that, but there’s a couple things 

you have to have. You do have to have that brand. You have to have leadership 

that lead by example and live and breathe what they’re expecting from the staff. 

So how do you do that? If you’ve got some of the fundamentals, the foundation, 
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the brand, the leadership, it’s really putting processes and I like to call it a guest 

experience model and I break it down into several layers of what I will say is 

at the peak of the model, which is guest loyalty. How are you going to drive 

participation? How are we going to make these guests more loyal? Well, we’re 

going to deliver our brand. How are we going to do that? Well, if I work at the 

visitor’s center, I’m going to make those guests feel welcome. They’re gonna feel 

welcome before they get there. Simple steps of service, training staff standards. 

Knowing how to acknowledge guests from all over the world, really presenting 

your brand in the most positive light through simple steps of service. I customize 

to different  organizations because everyone’s brand is different so it’s really 

important to make that connection. 

BETH: It’s interesting about how you talk about that. I work typically on the 

what might be seen as the marketing side, the visual and the verbal side and we 

spend a lot of time making sure we have a core message written and that we 

know what words we’re using and we write a style guide with colors and fonts 

and everybody’s very focused on the consistency of all of that. We get called 

the brand Nazis all the time and things like that. It’s funny that people may not 

connect the steps that you would do and crafting those steps of this is how we 

welcome somebody when they come in the door. This is what we offer them. This 

is how long we’re willing to keep them waiting. These are the steps and when you 

have those defined and that everyone agrees to do them, you can build the same 

consistency and experience that you can build with a visual or verbal experience.

CONNIE: Right, and that’s exactly how you deliver your brand. You said 

something that I had a light bulb moment. You talked about a style guide for 

marketing. Well, think of this as your style guide for steps and service, delivery. 

How are we going to speak to the guests? What will they be expecting today? 

What else can you help them with? Go the extra step to help them get to where 

they’re going. These are all again, going back to our earlier conversation. Think 

about someplace that you frequent and think about why. I guarantee you it’s 

because you felt welcome, that you felt that the individuals you were dealing with 

www.iriscreative.com
http://iriscreative.com/


Contact Iris Creative at www.iriscreative.com • 267.468.7949

cared and they were knowledgeable and they could help you whether it was to 

help you finish your transaction or they can help you with the story line about 

experience. So it really is a multi-layered approach to get to the end goal, which 

I would like to think everyone’s end goal is to improve guest loyalty because, let’s 

face it. Whether you’re a cultural institution or a business, you need to keep your 

customers. One thing that I cannot emphasize enough is it costs at least three 

times as much to get the customer back, so why not just keep them happy and 

keep them engaged and keep them loyal.

BETH: So when it comes to the kind of work that we do a lot of, the visual and 

the verbal stuff, a lot of times that happens within like a small department. Like 

some times it’s someone like us that’s handling the marketing for an organization 

and so we have all the standards and the guidelines and we can work within it. 

Sometimes we write all of that stuff, turn it back over to the marketing team and 

they work within it. When it comes to delivering a guest experience, that has got 

to be delivered by people sometimes that are very far away from the people that 

actually made the decisions about how things are going to be. How do you move 

the needle from compliance with the standards that you’ve set into a belief that 

this is the way that it should be done?

CONNIE: So again, a lot of it does come from the leadership, supervisory setting 

the tone. They have to walk the talk. I know many of us have heard that, but it’s 

so incredibly true. In addition to that, you have to practice it every day. It’s not 

as if you have this new branding campaign. You roll it out and go, “OK, there it 

is.” What you get with the guest experience, you really need to be speaking to 

it every day so when I work with organizations, I’m asking them, “How is it that 

you’re communicating this to your staff every day so they can in turn express it to 

your guests or your consumers every day?” A simple example, and this goes back 

to my hospitality days in the restaurant industry. We had a process called line up. 

So we would all gather together and say, “OK, this is what we’ve got going on. 

This is how we’re gonna engage our guests. Let’s focus on this step of service 

today. If you see a guest coming in your way, greet them, mirror their body 
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language, open the door,” so every day there would be communication, hopefully 

in person because we are in the people business. So it’s also setting up these 

processes in this layered approach, not only standards, but are you providing 

education and tools for your staff, the know how? Then what are you doing on 

a daily basis to keep everything front of mind? So it’s an everyday practice and 

then it really just becomes cultural after practicing it for maybe a year or two 

and then everyone just really aligns themselves and then when you hire new 

people, they look around and they’re like all these people around me. You have 

successfully attained an exceptional guest experience culture. Your staff, they’ve 

got the momentum going so as long as you have these processes in place, I can 

guarantee you with the right leadership, you can maintain and gain guest loyalty.

BETH: So what are some of the things that the best leaders do at the beginning 

of this process to create that kind of momentum?

CONNIE: I’m sorry, Beth. Could you repeat that please?

BETH: Sure. What are some of the things that the best leaders do at the 

beginning of this process that you’ve seen that really can create that kind of 

momentum that allows it to happen? Do you have any experiences from clients 

you’ve worked with? This guy or this woman did this thing or things that you’ve 

seen over time that when leaders do certain things or treat the experience in a 

certain way that you see it really pay off through out an organization.

CONNIE: Sure. Goodness. I just had the pleasure of working in a couple different 

organizations. One was a small boutique company and the founder, really it was 

the president of the organization for quite some time, and he was a wonderful 

people person and he would talk about his goal, which was very simple. Just treat 

people the way you want to be treated and here was a man over time, saw his 

business over 55 years, it was actually the Wood Company based in Allentown, 

Pennsylvania, and he would go out and he’d talk to people. So he really talked 

the talk. I think what great leaders do is they set a goal and sometimes staff 
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doesn’t always understand what that big goal is so you need to break it down 

into digestible bites if you will. You can do that through a strategic plan and you 

get the organization involved. I’ve had great leaders allow the front line staff to 

be part of the building process. One of the organizations I worked with, we had a 

cross departmental team. I may have led the process, but we had a representative 

from each department, accounting, electricians, the restaurant, the visitors center 

and we built a customized training program for that organization, but the staff, 

the front line was part of it and then they would talk to their colleagues and 

say, “Hey, I’m involved.” So again, it goes back to that emotional connection, 

emotional buy-in getting people to be proud of where they work. You have to 

get them involved, get them to help solve what’s going on. It’s kind of like a 

continuum. You see the circles where the arrow leads to the next arrow and it just 

continues in a circle. 

BETH: Right, and I really see how that could be true. The example of having 

representatives come in and weigh in on things. We do that as well because I’ve 

seen that when people have a representative and feel like their voice is being 

heard, all the people that weren’t involved at least feel that person is in there 

representing their perspective and once the process, at least the formal part of 

the process is over and you move into the part of a process where it needs to get 

embedded into your culture and lived every day, the people that were involved 

act as advocates and as ambassadors for the change and by excluding them, you 

put this wall up between like the people that said this is how things were gonna 

be and the people that have to do how it’s going to be and that’s always so much 

more of a bigger hurdle to kind of, now we’ve made these decisions and we’re 

gonna have to, you guys have to do it. You get so much more resistance. Like why 

create resistance when you don’t need to. Why add time and money and effort 

to a process when by getting people involved early, you not only have it go more 

smoothly, you typically have better results.

CONNIE: Right. So here’s the funny thing. Although probably not very funny. 

You said it very well. You know, many organizations will decide, “Here’s our big 
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goal, and here’s how we’re gonna get there,” but what if and that’s kind of why 

I talked about the experience that I had, ask the staff, “How do you think we’re 

gonna get there? What do you think your role is?” One of the things I do in one 

of the training programs that I facilitate is I’ll start with pictures. It could be of the 

outside of the building with lots of windows. I’ll ask the question, “Tell me, where 

are you in this picture and how does your role connect with this goal of 100 

percent guest satisfaction?” Sometimes I get a blank look from the participants 

saying “I don’t know. I’m just looking at the outside of a building,” and then one 

participant in the workshop will say, “Well, geez, I’m the person who cleans those 

windows. So when the guest comes up and they’re all sparkly clean, that’s a really 

great impression that guests have so I own part of that guest experience.” So 

it’s getting cultures, it’s getting staff to understand no matter what their role is, 

it’s equal. CEO to person that cleans the windows to ticket sales person to call 

center, plumbing, electrical, marketing, every single person plays a critical role in 

building the internal culture to make the external guest experience.

BETH: That’s amazing. I feel like you sort of hit the core of it right there, is making 

sure that everyone along the entire chain, from the top to the bottom, believes 

that their role is no more or no less than any one else’s. I would bet that that’s 

probably sometimes a challenge for both sides. It’s probably challenging for 

people that have end of service delivery to feel that their input, their contribution 

is as important as people that are maybe in offices that they don’t see all the 

time, but it can also be hard to get those people that are in those offices to 

believe that their role isn’t more important than anyone else’s and I love that. If 

we can create processes that put everybody and say, “We’re in this together,” and 

that each one of us have a piece in the wheel and if a piece is missing the wheel 

doesn’t turn. If we could get everyone to start thinking that way, that would be a 

really great cultural shift for organizations.

CONNIE: Right, right. Exactly, and though as silly as the story may be, I’ll tell you. 

I was walking at one of the places that I was working and I picked up a piece of 

paper. I had my name tag on, and a guest actually walked up to me and said, “I 
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just want to tell you it looks as though you’re in a management position. I’m in a 

management position where I work,” and he said, “It’s so good to see everyone 

take pride in where they work and the fact that you did that sets a really great 

example for your staff.” So as small as an example, when other staff see leaders 

pitching in and creating that high standard, everybody does it, it’s amazing. 

They’re very small actions that leaders, front line staff take that becomes 

contagious and again it just delivers your culture.

BETH: You know, it’s funny. I have a staff of about 7-8 people depending on the 

day and one of the things I’ve noticed over nearly 30 years of managing people, 

is they watch. They watch. They watch everything that I do, everything all the 

time. They watch my moods, my actions. They watch my calls. They are paying 

attention, and I don’t think it matters how big or how small your staff is. I think 

that leaders need to recognize that they have a bigger impact. Both a bigger 

impact and a smaller impact than they think. Even the tiny little microscopic 

things that they might not even be paying attention to, people are paying 

attention to and it also says the fact that somebody would comment on the 

fact that you picked up a piece of trash and threw it out or whatever, it shows 

how much work that people, all of us that lead organizations need to be doing 

because if picking up a piece of something that was on the floor is worth noting, 

as a culture, we have a lot of work to do when it comes to building a culture.

CONNIE: Right, right, right, right, I know everyone usually laughs when I …

BETH: But it’s, I think it’s legit. It’s really an important thing. The last thing I want 

to kind of end with is I get asked a lot how do you know when you know you 

have a problem with your brand. How do you know when it’s time to work on this 

kind of thing? So what I will ask you is how do you know if an organization has a 

problem with their culture?

CONNIE: I would say a consistent service. You can pretty much tell by their 

genuine approach to you or not genuine approach, pride, morale. I think that 
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when a culture is broken, it tends to revert back to some pretty basic ailments if 

you will and it always comes out on the surface side. So think about somewhere 

you’ve had a lousy guest experience. Why did you have a lousy guest experience? 

Then probably perhaps it might just be that franchise or maybe it’s a bigger 

problem and it’s the entire organization. It might be a global communications 

company. You know, why do people switch providers? Probably because of 

something that was broken, some type of service they received. It didn’t deliver. 

So I definitely think it comes down to inconsistencies and what more can I say.

BETH: That’s the kind of thing that creates room for change. I call it like a low 

attachment. Like you said. Changing like your internet service company. When 

you’re not deeply attached to something and the cost and effort of changing is 

low, then what you’ll start seeing is a high rate of leaving. I had Shannon Doolittle 

on the podcast last year. Of course I can’t remember the name of it. I’ll put the 

link to her episode in the show notes page because she talked about donor 

retention and one of the things that she talked about is the incredibly low rate 

of just retaining. You get someone to give you money and then so little is done 

for those people between the time they write that check and the time you ask 

them again, that frequently they don’t give again. I’ve had this experience with 

my own university that I went to, that I loved going to, but my experience as an 

alumni has been very different from my experience as a student. People don’t 

pay attention to these things. It’s easy to just look at the whole and say, “You 

know what? Our level is where we are and on a whole, we’re counting on people 

to keep it afloat,” but paying attention to what’s dropping out of the bottom of 

the bucket is really where there’s an opportunity to learn what problems you’re 

actually having and solve them in a way that could probably boost you up way 

beyond where you are right now.

CONNIE: Right. I completely agree, Beth. I think that that’s a very measurable 

indicator that your culture is broken, is people will leave you. Whether it’s your 

participation goes down, your membership goes down, you’re losing donors, 

but again it all circles back to think about if that guest has an exceptional 
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experience, I’d say probably six out of ten will join as a member and then they 

have a great experience of members and they become a donor. You’re kind of 

moving them up the ladder if you will or if that’s your goal you know with your 

guest loyalty, perhaps you need donors and members in that guest loyalty goal. 

So it’s just critical that each and every guest, member, donor, consumer has an 

exceptional experience every time, no matter what the product, no matter what 

the experience. If business is important to you, then the guest experience better 

be right up there in your list of priorities for your organization.

BETH: Fabulous! This was so helpful. Interestingly enough, I feel what I’ve gotten 

out of our conversation today is that I hear a lot of people, you’ll see something 

happening, like guests leaving, members not renewing, donors not coming back 

and what I think we all tend to do is want to attack that problem. Oh, we need to 

do a new member campaign. Oh, we need to send out another appeal. It’s so easy 

to like fix the immediate problem that you’re seeing in front of you and through 

talking to you, I’m seeing a little bit of maybe where the actual problem could 

have started back in the food chain, that we could all start looking at and to make 

sure that when we go to fix something that we’re actually fixing something at 

the source rather than at the end where it might be showing up. So thank you 

so much for that insight. I know I appreciate it. I’m sure everyone that’s listening 

has learned something and hopefully you can all take something forward with it. 

So I appreciate you sharing that with both me and all of our community here. If 

people wanted to ask you more questions or find out about the work that you do, 

how can they get in touch with you?

CONNIE: Sure, thanks for asking Beth. So you can reach me in a variety of ways. I 

do have an email and that’s ConnieM@PeopleAreGems.com and also on the web. 

You can visit us at www.PeopleAreGems.com and it’s Connie McCaw on LinkedIn 

as well. I really appreciate the opportunity speaking with you.

BETH: Well, it was lovely having you. I will put links to all of Connie’s contact 

information onto the show notes page. Thank you so much for joining me. 
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CONNIE: Thanks.
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